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Abstract
The purpose of this paper is to construct and validate the underlying factorial-structure of attitude predictors’ measurement 
scale towards Halal skin care product. The analysis was based on a sample of 470 among user and nonuser, collected via drop off 
and collects survey technique. A quota sampling approach was used in the data collection.  Subsequently, Confirmatory factor 
analysis (CFA) was executed to confirm and validate the factorial structure.  The results confirmed a 4-factor structure as 
conceptualized i.e. Spiritual Intelligence (SQ), Spiritual Congruence (SC), Product Image (PI) and Product Involvement (PV).
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1. Introduction 
The world Muslim population is approaching 1.6 billion people and expected to increase by 30% of the world’s 
population by 2025. There are around 1.3 billion Muslims in the world and 1.5 billion Halal consumers which is one 
out of every four human beings consume Halal products (Majid et al., 2015). It was reported that Malaysia Halal 
products export from January 2013 to September 2013 shows an increase of 6.2 per cent from RM 24 billion of total 
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value export comes from Halal cosmetics and personal care product which also equal to RM 14493.4 million 
(Malaysian Standard Online (MS), 2014). There is a wide range of skin care products and it is safe to say that every 
women should have experienced at least once of any of the skin care products. It comes to no surprise that the 
research area had been getting more attention from researcher or academician to study and explore the segment and 
industry in details. Due to increasing disposable incomes, number of working women, an increased urbanization, 
rising figure of women entering the labor force and stronger consumer purchasing confidence, skin care sales 
maintained to be the highest categories cosmetic in the year 2012. As only a handful of studies exist to date (Majid 
et al., 2015; Weber and Villebonne, 2002; Vaneesa et al., 2011) there persist to be a requirement for more 
investigation of this subject in such areas, such as the roles of cosmetics in women’s lives, when and why women 
have always been related to cosmetic, and what can be achieved when using it. Conversely, there have been 
substantial literatures on attitude towards Halal skin care product among Career Muslim women customers segment.
Nevertheless, to the researcher’s knowledge no study to date has specifically examined the factors that influence 
attitude formation towards Halal cosmetic from the perspective of Halal skin care product among user and nonuser.
Therefore, there is still remaining a gap to examine empirically what are the underlying factors contribute to the 
formation of predictor attitude. 
2. Literature Review
2.1. Predictors of Attitude
The emphasis of antecedent of attitude which has extended the understanding of the concept of attitude in the 
TPB which provide more accurate, comprehensive and meaningful result in examining the user and nonuser’s 
attitude towards purchasing Halal skin care product. 
2.2. Spiritual Intelligence towards attitude
An extensive literature search, it is apparent that there is still remarkably little empirical research that has looked 
into how SQ is related to attitude and intention to purchase Halal skin care products. According to Parks (2000), 
making meaning in our lives is associated with value. SQ goes far beyond religious belief. SQ viewed as the most 
fundamental element of an individual’s belief system that may influence individual’s attitude in purchasing (Vaske
and Donnelly, 1999). It is way beyond the fact whether the individual apply the spiritual that Allah give to us, and 
how we as humans and Muslims will implement it intelligently towards attitude of human being.
2.3. Spiritual Congruence towards attitude
Prior research has suggested that customer’s perception of congruity image could translate into satisfaction and 
subsequently affects future purchase intention towards the store. To the best of the researcher’s knowledge, very few 
empirical investigations have examined self-congruity theory based on attitude of individual in purchasing Halal 
cosmetic skin care. Thus, the current study, Spiritual and self-congruity have been used conversely in marketing 
literature to demonstrate the congruence among both variables. SC is to identify the degree of compatibility between 
how consumers actually see themselves in relation to the cosmetic product image (Ibrahim & Najjar, 2008) and it is 
based on the assumption that consumers select those products that they perceive of themselves or similar to their 
own self-image (Jamal and Goode, 2001).
2.4. Product Image towards attitude
Prior research provides evidence that one of the most critical factors in strengthening the customer’s attitude is 
product image. Researchers have demonstrated the relationship between product image and attitude. It is further 
empirically supported that product image has a positive relationship with the attitude. In fact, a well-communicated 
product image must assist to create a product’s position, lag the product from rivalry, enhance the product’s market 
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performance, and consequently plays an important position in structure long-term product equity (Aaker and Keller, 
1990; Feldwick, 1996; Keller, 1993; Park et al., 1991; Park and Srinivasan, 1994). Thus, firm must maintain the 
image of the product at the point of purchase which includes physical qualities, packaging and design of the overall 
physical product.
2.5. Product Involvement towards attitude
Those with high product involvement would find the products to be more attractive and determine the 
consumers’ belief devoid of the stimulus of a direct purchase (Richins and Bloch, 1986). According to Rajagopal 
(2007) product involvement plays an important role in determining attitude in purchase intention. For example, 
Mittal (1989) argued that greatly of the previous work on involvement emerge to focus on product compared to 
purchase decision involvement. It is purchase decision involvement that we must be concerned with in relation to 
perceptive and aligning, and product involvement is a pioneer for purchase decision involvement.
3. Research design and Methodology 
3.1 Data Collection
In this study The ‘Drop off and collect’ survey administration techniques is approximately were distributed 
among user and non user of Halal skin product (Musa, 2004; Hair et.al 2010). The questionnaire distribute to those 
working and residing within the selected geographic locations in Klang valley region, Shah Alam, Petaling Jaya, 
Putrajaya and Kuala Lumpur. Sequentially to minimize cost and time, the questionnaire will be delivered to the 
work place (eg; in-office) as opposed to in-home. The survey contained worded items on a 7-point Likert-scale 
anchoring from strongly agree to strongly disagree, adapted from existing measures. 
4. Results  
4.1. Demographic Profile 
It needs to be reiterated that all target respondents were well educated office workers employed in both private 
and local sectors within the commercial regions of Klang Valley. As Malays comprise the largest ethnic group in 
this country, religion distribution ratio is approximately 65% ‘Muslim’ which consisting of Malay ethnic group. For 
the user respondents, as for age, the majority of the respondents are 30-99 years old (73%) as shown in Table 1.
Most of the respondents are degree holder which contributes 35 percent. Whole, most of the respondents are among 
the senior management which indicates 27percent. Finally, the highest level income of respondents is from RM3000 
– RM5000 Per Month. While for the nonuser respondents, as for age, the majority of the respondents are 30-39 
years old (65%). Most of the respondents are Master/Phd holder which contributes 45 percent. Whole, most of the 
respondents are among the senior management which indicates 47percent. Finally, the highest level income of 
respondents is from RM3001 - RM 5000 Per Month. Therefore, due to the aforementioned similarities, the sample in 
this research is believed to be representative of the wider population of adult urban Muslim career women in 
Malaysia. 
               Table 1: Demographic Profile User and Nonuser
Demographic User Percentages Nonuser Percentages 
Group 
User 227 51%
Non-User 222 49%
Age 
20 - 29 Years Old 32 14 44 20
30 - 39 Years Old 166 73 144 65
40 - 49 Years Old 29 13 34 15
Education Level Diploma 57 25% 24 11%
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Degree 79 35% 67 30%
Post graduate 64 28% 100 45%
SPM/ STPM 27 12% 31 14%
Occupation 
Executive 47 21% 44 20%
Non-Executive 57 25% 33 15%
Senior Management 61 27% 104 47%
Professional 52 23% 33 15%
Others 7 3% 7 3%
Household Monthly Income RM1000 - RM3000 43 19 % 89 35%
RM3001 - RM 5000 90 40% 89 40%
RM5001 - RM7000 79 35 33 20%
More Than RM7000 14 6% 11 5%
Note: * the planned quota was not achieved
4.2. Confirmatory Factor Analysis (CFA)
The measurement model is developed in order to measure how the observed variables depend on the unobserved 
variables or latent variables (Hair et al. 2006). In other words a measurement model refers to ‘the portion of the 
model that specifies how the observed variables depend on the unobserved, composite, or latent variables’ 
(Arbuckle 2005). For this purpose, confirmatory factor analysis (CFA) using AMOS 18.0 was utilised. CFA is a 
statistical technique that considers whether or not the number of factors and the loadings of measured (indicator) 
variables on factors conform to expectations (Kline 2005). CFA is also claimed to be a rigorous technique, which 
facilitates the examination of factorial properties of the posited measurement models or constructs applied in SEM 
(Anderson and Gerbing 1988; Goldberg and Velicer 2006; Hopwood and Donnellan, 2010; Straub, Boudreau, and 
Gefen 2004; Thompson 2004). Each of the constructs was separately analyzed in a separate measurement model.
The initial result of model fit indices of the predictors’ attitude among user revealed a moderate fit withF2= 193.135,
F2/df=1.609, df = 120, GFI=0.914, AGFI=0.877, RMSEA=0.052, CFI=0.964. While, the initial result of model fit 
indices of predictors attitude among nonuser revealed a moderate fit withF2= 200.194, F2/df=1.668, df = 120, 
GFI=0.914, AGFI=0.878, RMSEA=0.054, CFI=0.960. The initial result based on 21 items showed final items 
loaded heavily on the factor and standardized regression coefficient is greater than 0.5. 
Table 2: Confirmatory Factor Analysis for Predictors’ of Attitude (User and Nonuser)
Variable Standardized regression 
(loadings)
Cronbah’s Alpha CR AVE
User Nonuser User Nonuser User nonuser User Nonuser 
Spiritual Intelligence
1. Sense of Purpose 0.70 0.57 0.708 0.672 0.821 0.720 0.606 0.567
2. Sense of Community 0.80 0.80
3. Consumer Well-Being 0.83 0.66
Spiritual Congruence 
1. By using Halal cosmetic it reflects who I am. 0.94 0.94 0.922 0.918 0.951 0.936 0.865 0.829
2. Halal cosmetic describes me as a person 0.93 0.93
3. Halal cosmetic is similar with my personality 0.92 0.86
Product Image 
1. Price Range 0.78 0.74 0.863 0.863 0.890 0.880 0.731 0.711
2. Packaging 0.91 0.91
3. Product Ingredient 0.87 0.87
Product Involvement
1. Selecting cosmetic product in the market 0.71 0.68 0.738 0.689 0.806 0.765 0.584 0.526
2. Product alike 0.87 0.87
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3. Importance make right choice 0.70 0.60
In this study, after analyzing unidimensionality, subsequently the researcher performed construct reliability, 
which include Cronbach’s Alpha and composite reliability (CR), shows in table 2. Composite reliability reflects the 
internal consistency of the construct indicators. All CR scores (user and nonuser) were ranging from 0.720-0.951,
above the acceptable value of 0.7 (Alegre, Lapeidra and Chiva, 2006), indicates that internal consistency exists. 
Cronbach’s alpha was then analysed to double check the scale reliability.  The alpha values were ranging from 
0.672-0.922. Finally, construct validity was performed to assess the extent of measured items reflect the theoretical 
construct, this includes convergent validity and Convergent validity is accepted when indicator’s factor loading are 
higher than 0.4 on their respective construct and t-value is higher than 1.96. In this study, all indicators loaded 
significantly on their latent construct and the critical ratio (t-value) of the items exceeded + 1.96, which made 
convergent validity evident. The average variance extracted (AVE) scored ranging from 0.53 to 0.81, which all 
exceeded 0.5 as recommended by Fornell and Larcker (1981). Thus, provide adequate evidence of convergent 
validity.
Table 3: Average Variance Extracted estimates and Shared variance for predictors’ of attitude User 
Variable F1 F2 F3 F4
Spiritual Intelligence (F1) 0.778
Spiritual Congruence(F2) 0.11 0.927
Product Image (F3) 0.04 0.38 0.855
Product Involvement  (F4) 0.14 0.30 0.54 0.825
Table 4: Average Variance Extracted estimates and Shared variance for predictors’ of attitude Nonuser
Variable F1 F2 F3 F4
Spiritual Intelligence (F1) 0.753
Spiritual Congruence(F2) 0.11 0.910
Product Image (F3) 0.04 0.39 0.843
Product Involvement 0.10 0.29 0.53 0.725
Discriminant validity is assessed by comparing the AVE of each construct with shared variance (squared 
correlations) between constructs. In this study, the AVE of each construct was computed and found to be greater 
than the squared correlation between constructs and other constructs as predictor of attitude in table 3 and table 4 as 
recommended by Hair et al, (2010) and Fornell and Larcker (1981). This means that the indicators have more in 
common with constructs that they associated with than other constructs for predictors of attitude.
4.3. Conclusion 
This study confirmed the expected dimensions for predictors of attitude as conceptualised.  The CFA of Salient 
Beliefs unveiled four-factor solutions, which were SQ, SC, PI and PV. The predictors of attitude scale can be a 
useful indicator in determining the attitude towards Halal skin care product among the user and nonuser.  Items of 
SQ were refined to 19 items from 30 items, 11 items were removed in order to improve the model fit with low factor 
loading (<0.5). This present study is to validate the predictors of attitude in the context of intention and continuous 
purchase Halal skin care product. Notably, the research has also developed and validated a new measure scale of SQ 
particularly in Halal skin care. These findings form part of the strategic recommendations to marketing strategy in 
the face of understanding consumer attitude and behavioral intention which has established an empirical foundation 
for future research.    
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